effects. If the former is the case, advertisers would be wise to wait for a storm of negative news to subside to prevent the power of their advertisements being greatly reduced. (Hovland and Weiss, 1951) onward, is the credibility or trustworthiness of the information source. The importance of source credibility of the advertising company has been demonstrated also in the area of consumer marketing (Kruglanski et al., 2005) . Several studies reported that the reputation of a company influences consumers' attitude-toward-the-brand and purchase intentions (Lafferty and Goldsmith, 1999; Page and Fearn, 2005) .
NEWS EFFECTS AS CONTEXT EFFECTS FOR ADVERTISEMENTS
Whereas their research asked whether corporate reputation influences the attitude toward the advertisement, this article asks how corporate reputation may be affected by advertising on the one hand and free publicity on the other.
EFFECTS OF NEWS AND ADVERTISEMENTS
In the marketing field, the effects of advertising repetition are widely studied. Although many experimental studies found an inverted U-shaped relationship between advertising exposure and advertising effectiveness (Anand and Sternthal, 1990; Nordhielm, 2002; Schumann, Petty, and Scott Clemons, 1990) , monotonic relationships between advertising exposure and advertising effectiveness have been reported as well (Bornstein, 1989; Bornstein and D'Agostino, 1992) . Nordhielm (2002) suggests that the point at which affective response begins to decline has not yet been reached in the monotonically increasing pattern. The question can be raised as to whether the inverted U-shaped relationship between advertising exposure and advertising effectiveness will occur in a reallife situation, where applied marketing research is used to determine when a "worn out" advertisement should stop. In addition, it should be noted that people have more opportunities of escaping from the advertisement in a real-life situation (i.e., by getting something to drink during a commercial break) than in a laboratory situation.
Effects of advertising on corporate reputation and purchase intentions have often been established for corporate brands that are identical to product brands (e.g., for hotels such as Holiday Inn or Howard Johnson, cf. Cobb-Walgren, Ruble, and Donthu, 1995) . Only a few empirical studies focused specifically on the effects of advertising on corporate reputation. Winters (1986 Winters ( , 1988 found that both product advertising and corporate advertising exert a positive influence on the reputation of oil company Chevron. Fombrun and Shanley (1990) conducted an empirical study of 292 large U.S. firms. They found that the higher a firm's advertising intensity, the better its reputation. Their hypothesis will also be focused upon in this study:
H1: The higher the advertisement expenditures of an organization are, the better corporate reputation will be.
Related research shows that corporate advertising contributes also to other corporate assets, such as quantity and quality of organizations' applicant pools (Collins and Han, 2004) .
Although Fombrun and Shanley (1990) did not find support for their hypothesis that a company's reputation will be improved the more nonnegative media coverage it receives, this hypothesis was confirmed in the study of Wartick (1992) and will also be focused upon in this study.
H2: The more positive the direction (or tone, tenor) of the news regarding support and criticism for an organization, the better corporate reputation will be.
Independent or intertwined effects?
For marketers it is important to know how the news modifies the effects of On the basis of research findings about priming (Iyengar and Kinder, 1987) , one may expect that the effects of news and advertisements are intertwined. It is a matter of priming if the public judges companies by using criteria based on matters in the news. According to the priming hypothesis, if television news becomes preoccupied with the environment, then citizens would evaluate Shell primarily by its environmental policy. Iyengar and Kinder (1987) drew upon Simon's (1979) (Zaller, 1992) , entails that the effect of exposure to a specific policy recommendation on message recall increases with one's preexisting awareness of the problem area, whereas the likelihood that the recommendation will be accepted, given one's recall, decreases with one's preexisting awareness. Therefore, the relationship between preexisting awareness and acceptance will often show an inverted U-shape. Often, recommendations will be accepted especially by those who know too much to forget about a proposal for solving a problem, and too little to think of an alternative solution, because it is often the case that proposals will not be recalled by those with a low awareness, and not be accepted by those with a superior awareness, also of alternative proposals. In addition, the nature of the news often changes when the amount of news increases, or when an issue stays on the media agenda for a prolonged period. Journalists will be given more space and time to cover the issue, which increases the likelihood that they will focus on, or even deliberately search for, alternative aspects of the issue. More news often means that criticasters of an organization or its products are given more space. Especially consumers with a moderate awareness will be susceptible to these criticisms, because those with a low awareness will not remember the criticisms, while those with a superior awareness will be able to refute them. In this study educational level will be used as a proxy to measure awareness, because we do not have access to productspecific or organization-specific measures of awareness for all focal companies, nor for all products of all focal companies. 
METHOD
In the present study, three types of data concerning firms from The Netherlands were used: public opinion data, advertising data, and content analysis data about the news.
Selection of focal media
The Netherlands is a suitable country for testing the effects on public opinion of advertising and media coverage in a real- 
Advertising data
To enable a comparison of television advertising intensity and print advertising intensity, we opted for advertising expenditures as a measure of advertising intensity. The advertising data for this study were obtained by aggregating the data per focal company for each of the investigated media for each year preceding the measurement of public opinion (from July 24, 1997 24, to July 25, 1998 from July 26, 1998 to August 14, 1999 and from August 15, 1999 until July 22, 2000) .
Analysis of media content
Media coverage on the focal companies was analyzed on a daily basis for the complete research period from July 24, 1997 to July 22, 2000. This period was selected to coincide with the public opinion polling data: all the media coverage from the year preceding the poll was analyzed.
To create an elaborated media profile of the companies, a network approach to content analysis was used. The present study used the Network analysis of the Evaluative Texts (NET) method (de Ridder and Kleinnijenhuis, 2001; Kleinnijenhuis, de Ridder, and Rietberg, 1997) 
Data analysis
To estimate the influence of the news and of advertisements in specific media on consumers, two variables were created for each consumer: a news variable and an advertising variable. Weight factors were used to take into account the visibility of the news. In the case of print news, visibility was measured based on the page number in the newspaper and the number of words. In the case of television news, visibility was measured based on the viewer ratings. In addition, the individual media use of the respondents was taken into account
Multiple regression analysis (OLS) will be used to test the four hypotheses, starting from a pooled cross-sectional data set of organizations, years, and respondents.
Because OLS on pooled cross-sectional data may violate the assumption of independence of the measurements, a hierarchical linear model (HLM, also known as a "random slope model" or as a "mixed model") will be reported additionally (see Snijders and Bosker, 1999 Websites with elaborate information to counterbalance negative reports in the press may miss the target, because only highly aware consumers will have the patience to read and the skills to comprehend this information.
JAR47 (4) ....................................................................... .............................................................................................................................................................................................................................................  Retail ........................................................................................................................................................................................................................................... While the reputation of oil company BP remained almost at the same level, the reputation of Shell appears to diminish slightly (ϩ0.11, ϩ0.06, ϩ0.07).
Test of the hypotheses
On the basis of the data from Tables 1, 2 .............................................. .............................................................................................................................................................................................................................................  Retail ........................................................................................................................................................................................................................................... ........................................................................................................................................................................................................................................ ........................................... ........................................... ....................................... ..........................................................................................................................................................  Retail ........................................................................................................................................................ ..................................................................................................................................................... ..........................................................................................................................................................   Transport ........................................................................................................................................................ ..................................................................................................................................................... ............................................................................................................................................................................................................................................. ............................................................................................................................................................................................................................................... H2 news direction support and criticism 0.11 ** 0.11 ** ** −0.19 0.42 ................................................................................................................................................................................................................................................ H3 interaction advertisements expenditures × news direction 0.03 ** 0.03 ** ns - -................................................................................................................................................................................................................................................ H4 interaction news direction × moderate education 0.04 ** 0.03 * ns --................................................................................................................................................................................................................................................ ............................................................................................................................................................................................................................................... ............................................................................................................................................................................................................................................. coefficients (beta's) from Table 4 The models presented in Table 4 
